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Abstract: Marketing activity in the field of social media has seemed to be more pro-
fessional for few years. This communication channel (web 2.0) is established and fre-
quently used on the market of products and services. Social media services are also in
progress. They are focused of big data, sale support or profiling offers at an angle of
brand fan`s behavior in social media. Collaterally, similar activities in the field of poli-
tics appear. The objective of this article is answering the question: what is the attitude
of the Internet users to promotion activities like this? It seems to be important from the
effective and specific point of view in political communication of social media. Thus,
we conducted research described in this text that is going to verify if social media ser-
vices are the source of knowledge about politics in Poland. What is more, we wanted to
check in which way the Internet users find information about politics and what is their
level of engagement `around` politicians` online activity.




nline communities are a communication phenomenon of the first and
second decade of the 21st century. The statement that these new forms
of community are an element of communication reality which has revolu-
tionized the way people spend their time in different parts of the world
would be a platitude. However, it is a fact that in a relatively short period
of time they became an important frame of reference in the discussion about
the evolution of the tools for numerous areas of research on the functioning
of an individual in the globalised, postmodern world. Two areas that are the
object of interest of this discussion are marketing and politics.
On the level of economy and communication, this first area of activity
is a relatively well recognised practice of the functioning of online com-
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munities, in particular because the reality of the market of products and
services provide a considerable amount of research material. In other
words, the rapid development of marketing services in the area of online
communities, their variety and numerous profits related to them have
made this type of activities become the main area of research interest of
marketing in a broad sense. Examples of such trends include: growing
budgets for social media activities, a rising number of interactive agen-
cies, an increase in the number of websites based on the folksonomy pro-
cedure (Roszkowski, 2007), a rising variety of paid forms of online
promotion of products and services, as well as an improving precision of
reaching with the message to the selected target segments.
At the same time, politics, usually drawing from and following commer-
cial marketing trends rather than coming up with new solutions, still seems
to be waiting for the time when the potential of online communities in the
area of building a positive image and promoting a political product will be
fully used. Beyond doubt, what contributes to this situation is the fact that
the specific character of political products does not allow to use the possibil-
ities of marketing solutions to their full extent in the area of social network-
ing sites. It does not change the fact that some patterns observed in mature
democracies of the West (in particular the USA) indicate that including on-
line communities into the current of a marketing strategy bring benefits to
a candidate, a party, or an idea, and particular examples are convincing evi-
dence in the discussion about the effectiveness of this kind of solutions.
The meeting point of these two perspectives is a tip for the choice of
political marketing as a ground of conceptualization of a theme based on
the research aim of this article: exploring the attitudes of the Polish in-
ternet users towards online activities of politicians. The communities are
defined in different ways, depending on the research perspective and will
be understood as new forms of community based on a particular integrat-
ing factor, in the subject literature called a knot (Wojakowski, 2006,
p. 122). It seems that in the context of the structures borrowed by the in-
ternet, the knot has a key significance for their existence and is not based
solely on a community in a symbolic sense, but it has a more tangible char-
acter, for example, when the members of the community have some com-
mon interests (Bugliarello, 1997). M. Slouvka (Slouvka, 1996) or S. Jones
(Jones, 1995, p. 19) describe this issue in a similar way. However, in the
case of communities based on a political factor, the knot may mean a par-
ticular aim, in other words the assumption that making a bottom-up or
top-down community serves the fulfilment of a plan, making a change in
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a desired direction, satisfying individual needs, or pursuing an interest.
Who administers this aim – it depends on the character of the community
understood as: an organization of citizens serving the aim of protecting
their interests, a provider of entertainment in the form of a political carica-
ture, or a website promoting a politician. Generally the potential of the lat-
ter, as well as of its related forms are to be researched by the prepared
empirical procedure.
In the Polish reality, the way of functioning of politicians online is typical
for the trends present in these parts of the world where information becomes
a precious commodity on the market of services. Such countries take advan-
tage of liberal democracy with its well-developed media systems, including
digital media. What also has influence on this fact are the matters such as:
a regular increase in the number of internet users1 (GUS, 2014; CBOS, 2014,
p. 1), an increasing number of social networking sites (such as Facebook or
Twitter) or a growing number of people being members of online communi-
ties. In the recent years, a number of characteristic “areas” have been created
that can be included into a catalogue of virtual communities based on the fac-
tor of purposefulness and fulfilment of politician interests. The following
communities are the most popular and settled in the Polish reality:
– communities concentrated around a political or political activist;
– communities concentrated around a political party;
– communities concentrated around an office or state body;
– communities of supporters of particular ideas or demand (e.g. socialists,
supporters of abortion ban, opponents of ACTA etc.);
– communities concentrated around a political commentator/journal-
ist/press title;
– political anti-profiles or websites mocking politics/politicians.
Since the market of social networking is maturing and developing and
there are more and more politically oriented communities, it seems justi-
fied to try to explore the potential of this type of functionality of the social-
ised internet (Web 2.0). Particularly interesting seem the possibilities for
using internet communities in political marketing, in the context of both
political science and marketing. Therefore it is worth making such an at-
tempt when looking at the problem from the point of view of an active in-
ternet user and at the same time a consumer of political products (such as
election candidates, parties, ideas and political programmes).
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1 In 2014, 63% of adult Poles used an internet tool at least once a week.
2. Research methodology
Bearing in mind such questions, aims and dilemmas connected with
the functioning of political internet communities, the following research
hypotheses (RH) were put forward:
RH 1.Social networking sites are an important source of knowledge about
politics and to a more limited extent they are a tool for getting in-
volved in one’s own political activity.
RH 2.The users of social networking sites tend to choose information ob-
tained by means of their own research or the activity of their ac-
quaintances rather than this obtained by means the activity of
political actors themselves.
RH 3.The users of social networking sites are more willing to get involved
in political activities online than in similar activities taking place
outside of the virtual space.
RH 4.The users of social networking sites display political activity online,
but they do it with a low level of involvement.
To verify the above hypotheses, research was conducted on a sample
N=524 of social networking sites users. It was carried out with the use of
the procedure of triangulation of research methods (Kaczmarek, Olejnik,
Springer, 2013), with the use of auditorium questionnaire and an identical
internet survey. The sampling was targeted. The respondents were Polish
users of social networking sites.
In the context of the applied survey and research method, a researcher
has little influence on the structure of the acquired sample,2 which lets re-
fer the results only to the surveyed group of people.3 The size of the group
was established on the basis of methodological minimums in relation to
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2 For more on the possibilities and limitations of an internet survey, see: Kêdzior
(ed.), 2005, p. 87–90.
3 It should be noted that because of the specific character of carrying out a survey
in an academic environment, a majority of the sample are university students or gradu-
ates of subjects related to political sciences. This may result in the reservation that the
results of the survey may be valid only for the groups of people who are interested in
politics more than the rest of the population. It should also be noted that as provided by
Gemius data, the users of social networking sites are prevalently young people – more
than 50% of them are aged 15–34, and 60% have an education on at least secondary
level. Moreover, the most popular social networking site in Poland is Facebook, see:
http://naukawpolsce.pap.pl/aktualnosci/news,394820,blisko-90-proc-internautow-ko-
rzysta-z-serwisow-spolecznosciowych.html, 26.03.2015.
the recommendations for these research methods (Kramer, 1994, p. 213).
The research was conducted on 13–27 April 2014.
3. Results
In order to verify the presented hypotheses, the results of research
demonstrating the specific character of communities using political con-
tent by means of social networking sites are presented below. They, too,
were the object of interest in this study as an important landmark when
looking for “areas” which could be regarded as a platform of communica-
tion in the sphere of politics. A “universal area” was found here – Face-
book, which turned out to be clearly the most popular site of this kind.
The research enabled answering the question about the ways of acquir-
ing information and the role of social networking sites in this process.
They also gave answers regarding a responder’s own communication ac-
tivity online. These two issues are presented in Graph 1.
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The advantage of social networking
sites is the fact that I can decide which
information gets to me.
Social networking sites are my main








Iam willing to express my political
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Graph 1. Respodents’ opinions on aspects of political communication online
Source: Own study.
When analysing the ways and sources of obtaining information about
politics, it can be noticed that, firstly, the audience have the feeling of be-
ing independent in terms of shaping their own communication environ-
ment. It is probably connected with the use of the mechanisms enabling
selecting the content that is valuable to an individual from a range of con-
tent offered by numerous websites (e.g. by subscription). Interestingly, de-
spite the sense of being in such control, social networking sites are by no
means the main source of information on domestic and world politics
for the users. Since this opinion was expressed by as many as 16.8% of
respondents, it can be implied that websites of this kind are a supplement
to other sources – websites or traditional media (the press, the radio, tele-
vision).
This data may provide interesting conclusions in the context of other
information obtained by means of the survey or other external sources of
information. Firstly, it is worth looking more closely at the character of po-
litical content with which the users of social networking sites have con-
tact. This information is presented in Graph 2.











































































































Graph 2. The character of political content with which the users of social networking sites
have contact (%)
Note: The answers do not sum up to 100, because the respondents could choose a few answers.
Source: Own study.
As it is clearly seen, the internet users who have contact with political
content in social networking sites, to a considerable extent treat it as
a source of knowledge about politics. It can be concluded that these sites
are a potentially important tool of communication processes taking place
on the axis political actors – citizens. Nevertheless, it should be taken into
consideration that it is not the main or the only source. These results are
significant, since the age of the surveyed population indicates the domi-
nance of young people, who, according to other research in this area, are
more likely declare acquiring their knowledge about political issues from
the internet. It is worth mentioning the research conducted by D. Batorski,
M. Nagraba, J. Zaj¹c and J. Zbieranek, who analysed data obtained during
the parliamentary elections in 2011. While for the majority of the surveyed
population the internet was an important source of information about poli-
tics (26% of the respondents), in the segment of those aged 18–24 it was
65%. At the same time, 13% of all the surveyed declared that they ob-
tained this knowledge from social networking sites (Batorski, Nagraba,
Zaj¹c, Zbieranek, 2012, p. 66–67).
Therefore, it can be concluded that the surveyed internet users diversi-
fied their sources of knowledge about politics, treating the named
websites mostly as a way of complementing their knowledge and a tool for
building relationships. To a more limited extent these websites were
treated as the main and only tool of this type, even among the younger in-
ternet users. However, it must be emphasised that for the users this source
of knowledge provides both entertainment and reliable political news.
One may also try to explain these specific paradoxes by the very nature of
social networking sites. They are some kind of agent in obtaining informa-
tion from other media and only a certain stage in obtaining political con-
tent. That is why the question whether these tools are important in the
process of political communication is difficult to answer.
On the other hand, the users as senders of political messages prefer to
remain anonymous, or not to express their views in a direct way. It is
enough to state that 69.2% of them are reluctant to express their political
views on social networking sites, and 76.3% believe that it is not important
to them whether their activity is noticed and commented on by other users
(see: Table 2). An important, but hard to resolve question within the pro-
posed research is one about the source of this situation, taking into consider-
ation such issues as political culture, or the consequences of the changing
types of statehood. The lack of involvement in communication activities
in the area of politics having their source in culture is confirmed by other
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research in this area. The analyses conducted by Pew Research Center, in-
dicate that for the Poles using social networking sites politics is a taboo. In
Europe, a similar result was obtained only in the case of the French (Pew
Research Center, 2012). Therefore, an important cultural context of this
matter is the question: to which extent (if any) does the Polish politics re-
main a taboo? The lack of precise comparative research renders answering
this question impossible, even though attempts to find the answers have
been made in Poland (Fleischer, 2006, p. 283–300).
The second research hypothesis concerned the assumption that the us-
ers of social networking sites tend to choose information about politics
having its source in their own queries and their friends’ activities rather
than in the activities of political actors themselves. As to the level of
matching the content appearing in social networking sites, it looks as pre-
sented in Graph 1. The data indicate that this type of websites cater for
various informational needs of the users, who treat them more as a source
and not the tool for direct communication between them and political ac-
tors. However, it is beyond doubt that the information (and also enter-
tainment) aspect prevails over the one perceived as a paid tool for
promotion of politics/politicians (advertisement). This fact itself sug-
gests that matching any persuasive content (at least paid) in social net-
working sites is inconsiderable.
From the point of view of declarations, most popular of particular
categories of the content are informational activities (75% of respon-
dents encounter them) vs. persuasive (28.1% declared having contact with
advertising materials). This difference shows the scale of discrepancy in
the perception of various types and styles of media content with which the
users of social networking sites have contact. Another result is that the
number of messages of commercial character is relatively low, or the in-
terference of the perception result in such considerable shift in favour of
one of these types of content. Taking into account the results of other re-
search conducted in this area, one can be in favour of the latter way of ar-
gumentation regarding the collected data and conclusions drawn from
them. Commercial content dedicated to particular individuals is often dif-
ficult to differentiate from that being the result of the actions of the com-
munity, and the complicated algorithms of their exposure make them
match the mode of functioning of an individual user and his/her statistical
features.
The property of the functioning of social networking sites being lim-
ited to the neutralising of commercial content in order to increase their
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credibility is an important element of shaping of the new communication
reality in the field of politics. Marketing content, rarely classified by the
internet users as classical advertisement, in the time of general fall of the
trust to messages of this type (CBOS, 2011, p. 3–5), may get to particular
groups of users in a way much better adjusted to the present reality. The
community as a group recipient finds in this process its role, as additional
strengthening of this rule in the context of folksonomy mode of searching
for information. Information, differentiated from non-commercial content
with difficulty, and at the same time recommended or positively evaluated
by another member of the community, becomes more credible from
the point of view of an individual being a part of a bigger communication
entity.
In order to analyse this problem more closely, it is worth mentioning
the data related to the problem of the ways of receiving information about
politics by the users of the mentioned websites, presented in Graph 3.

























































































Graph 3. Ways of initialising of following/becoming a fan/following profiles on social
networking sites (in %)
Source: Own study.
As recipients, internet users have the feeling of autonomy and to
a more limited extent they are willing to rely on a commercial way of ob-
taining information, which makes it politically less effective. Selected
ways of making commercial contact with a recipient are thought to be used
more rarely in the case of decisions to subscribe to particular information.
The following factors were named as such: proposal of a given website,
invitation of a subject (which does not always have to be paid) and adver-
tisement treated literally. Accordingly, as the tools influencing the sub-
scription to information on politics were named: 13.2% (proposal of
a website), 3.4% of respondents (invitation of a subject) and 3.2% (adver-
tisement). A totally different scale of values are brought by the other tools
of building relationships and obtaining information. 46.2% of the respon-
dents declared independence in this matter, and 41.4% – being suggested
by the activity of other members of the community. It indicates a substan-
tial difference regarding the area of politics between the so-called new and
old media. In the latter case, leading are these actions which do not make
a recipient consume a unit of information easily found by a potential con-
sumer, which is an authoritative choice of a sender or an agent. It matches
the theory of inbound marketing developed on a commercial ground, but
which – if we adjust its character to the product of political agents – can be
easily used in this area (Halligan, Shah, 2010).4 Its essence is limited,
among others, to the change of the paradigm regarding the promotion of
products, ideas and people by means of the change in the direction of
thinking from making it more popular to making it easier to access inde-
pendently by the recipient. The obtained outcomes indicate that the com-
municating habits of the internet users, shaped in the last two decades,
result in the choice of the way of searching for information about politics,
as well as influencing the factors regulating the frequency of supplying
them to the recipients. In this regard, the leading modes of searching are
the autonomous and folksonomy ones which express the sense of being
a subject in both individual members but also the community as a whole.
In this way, the users of social networking sites seem to be suggesting
that the communication activities of individual and institutional political
actors may be in conflict with their interests. It is particularly visible in the
area of trust towards content presented by political actors. What confirms
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4 This relates to inbound marketing, a strategy in which recipients are attracted to
a service or sender of a particular message.
this lack is the opinion of the users about the truthfulness of politicians
creating content in social networking websites – only 6.3% of the sur-
veyed population believe that political actors tell the truth about them-
selves. At the same time, as many as 61.1% of them believe that their
communication activities serve the promotion of themselves or the wish to
impress their voters. Internet users as recipients perceive such actions
mainly as marketing ones, which take into consideration their particular
political aims. At the same time, they are strongly divided regarding the
opinions on the paid tools for promotion of political objects in social net-
working websites. 39.5% of the respondents agree with the statement:
“I believe that in the case of most content on social networking websites,
someone paid to appear there.” 25% of the respondents do not agree, and
the rest have no opinion. This may result from either inadequate knowl-
edge of the mechanisms governing such tools, or the inability to tell the
difference between the actions paid for and those being internet public re-
lations (Leœniewska, 2006, p. 74).
The third verified hypothesis refers to the greater involvement in polit-
ical actions online versus offline. The latter is presented in Graph 4.






























Graph 4. Offline activities of the members of online communities
* manifesting one’s views by clothes, emblems etc.
Note: The answers do not sum up to 100, because the respondents could choose a few answers.
Source: Own study.
A high rate of participation in elections may be explained by a number
factors, such as: a considerable number of respondents who live in a big
city (51%), interest or keen interest in politics showed by a considerable
part of the sample (40.6%), as well as a common propensity to attribute to
oneself positive features, such as participation in elections (Czeœnik, 2009,
p. 1–30). Apart from this feature, the rest of the actions typically fit in the
hierarchy of activities from the one characterised by a low level of risk and
involvement, through signing petitions and letters of support, to member-
ship in political parties and organisations. Also the levels of the involve-
ment of the respondents in various online activities was explored. The
obtained data are presented in Graph 5.
The compared data did not show a greater popularity of involvement in
communication activities online, except for such offline activities which
are characterised by a high level of psycho-social risk and physical or in-
tellectual effort. The mentioned activities included a membership in a po-
litical party or a boycott caused by political factors. However, the analyses
of the tables of contingency revealed another rule: the same people who
were characterised by a high level of communication activity online, at the





























Graph 5. Types of involvement within political character profiles on social networking
sites (in %)
Note: the answers do not sum up to 100, because the respondents could choose a few answers.
Source: Own study.
same time declared a greater involvement in the offline sphere. This is not
a new conclusion, since a lot of research done also in Poland proved that
being active in one sphere is statistically equivalent to being active in the
other (Skar¿yñska, 2009)5. However, it is worth noticing that this depend-
ency appears also in the sphere of political activities. This relationship is
pivotal, since conclusions constructed in such a way may find their contin-
uation in the practical activity of a political actor, for example in market-
ing activities. In-depth knowledge in this scope could provide a valuable
clue when selecting individuals that would be useful for online for offline
actions.
The attempt to verify the fourth of the hypotheses was based on the re-
search on the levels of involvement of online community members in vir-
tual reality activities (see: Graph 5).
The analysis of data in this case indicates that the involvement is
higher in the case of the activities which do not require from the users
more effort in the form of intellectual resources or effort connected with
a long-term and complicated activity6. In this regard, the most popular
positive/negative assessment of political content match the definition of
slacktivism – activities pretending involvement in an issue in order to achieve
particular rather personal than social (Christiansen, 2011). A relatively
high rate of declarative participation in a discussion regarding public mat-
ters at the same time provides the basis for the usefulness of such tools of
communication for the development of bottom-up initiatives or strength-
ening the deliberate character of the activities supporting democracy.
As it turns out, the hierarchy of activities depends on the extent of the
complexity of a given activity, which is not surprising from the point of
view of psychology. However, it is a transfer of certain social regularities
to the ground of political activities in the virtual reality. In the context of
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5 Such dependencies were shown when comparing time spent on actions in virtual
reality to the activities such as taking advantage of cultural offer or reading books. Nu-
merous research and analyses indicate that people who are more active in the virtual re-
ality show a heightened activity offline.
6 The full verification of the hypothesis on the greater willingness to get involved
in political activities not requiring any effort from the citizens, carried out on the exam-
ple of the participation in elections would require simultaneous verifying the willing-
ness to take part in online voting (e-voting), which because of the lack of such an
option in Poland excludes the possibility to draw unequivocal conclusions. Only then
would it be possible to verify if the factors such as intellectual effort and being active
are the most significant variables in this case.
the considered concepts, the fact that this regularity may be an important
factor for shaping the relationship political actor – citizen on the ground of
political communication. There is a dependency in which the decrease in
active involvement and the awareness of a user is translated into his/her
objectifying and therefore doing the same with the whole group. This rela-
tionship is shown in Table 1.
Table 1
Online communication activities and political subjectivity
Involvement The lack of involvement
Aware activities Subjective activities Absence
The lack of aware activities Objective activities Communicational exclusion
Source: Own study.
At the same time, slacktivism type activities are not only a thoughtless
way of communicating, but they can also become a tool used by the other
side of a political relationship to achieve particular aims. An example can
be Facebook’s function “Like” (Karpen, 2013). It is worth noticing that
the website gives only a one-sided possibility to express one’s positive at-
titude towards particular actions and contents. The lack of an option to ex-
press one’s disapproval makes it a useful tool for promoting particular
objects, ideas or content. It should be borne in mind that in this case “Lik-
ing” of given piece of information is equivalent to participation in its pro-
motion – in this way an internet user is able to share this piece of
information with friends. In this way, a chain of content is made, where
each user becomes a part of the mechanism. A frequent thoughtless evalu-
ation makes it possible to use the activities for the aims that are against re-
cipient’s will. The mechanisms of the new media, still complicated to
many of internet users, promotes and accelerates the process of social
objectifying.
4. Conclusions
In the age of technologies facilitating communication between various
objects, it is clear that the communication channels are also taken advan-
tage of as a ground for employing marketing tools. While commercial ac-
tivities seem to be a natural environment for this type of processes, other
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areas, including politics, are still trying to “find their feet” in a world
which may become a useful ground of communication activities. One
should draw conclusions in this area bearing in mind that these relation-
ships are of a specific character, and the rules governing commercial mar-
keting cannot be translated directly into the specific character of politics,
although such attempts have been made (Sempach, 2012, p. 36–49). It is
enough to state that the traditional form of advertisement on Facebook, re-
directing to landing page, where a purchase is made, in fact loses its strate-
gic potential when a “product” becomes something which cannot be
purchased in a traditional way such as a politician, a political party, or an
idea. From this and also from the need to think differently about being pro-
moted in social networking sites, comes the necessity to create a new para-
digm of thinking about politics in the evolving internet. Social networking
sites would not be limited to being a marketing tool and sales support, but
it would have to be acknowledged as a “conveyor belt” whose aim is trans-
mitting selected information, overpassing a gatekeeper, as well as being
an image-making and relationship-building tool.
The aim of the presented research was to verify some of the assump-
tions and approach to the role of online communities and to create a start-
ing point for the discussion about the marketing potential of social media,
bearing in mind that it should be measured in a different way than in com-
mercial activities. Firstly, social networking sites are an important source
of knowledge about politics, even though they do not have a leading, but
rather a supplementing character. At the same time, the users of social net-
working sites are reluctant to get involved in politics in terms of communi-
cation and it is not important to them whether their activities are noticed
by others. The diagnosis of the reasons for this situation would require
separate in-depth research.
At the same time, the users of social networking sites are involved in
searching for information about politics and seem to be doing it in an au-
tonomous way, or they use the recommendations of their friends. It can be
implied that a traditional way of advertising or an attempt to reach a recipi-
ent with a message without his/her active participation will face rejection
in most cases. It indicates quite clearly how substantial changes have oc-
curred in this area and how different way of thinking is required in new
media in comparison with the traditional methods of reaching a “con-
sumer”. It can be also assumed that the users of social networking sites
will not be more active in the virtual space than outside of it, however in
the case of activities requiring a high level of involvement, it becomes
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more probable. However, it can be concluded that the individuals who are
politically active offline, will be at the same time involved online, which
makes it possible to answer numerous questions regarding a suitable tar-
geting of information. Finally, it should be emphasised that the users of so-
cial networking sites do not tend to be very active in the case of political
activities with high level of psycho-social risk or effort put in political ac-
tivities. Hence the conclusion that the culture of “Like”, a phenomenon
much broader than its cultural context, believed to be of little value from
the point of view of marketing, may have its side effect on online activities
of politicians.
5. Recommendations
Political marketing activities done by means of social networking sites
seems to remain in the stage of adaptation of the western (in particular
American) solutions, trials, errors and conclusions drawn from particular
examples and endeavours to plant commercial tools into the new, a bit dif-
ferent ground. Citing the conducted research and conclusions drawn from
it, it is worth trying to make a series of recommendations for those who
want to use political marketing tools on the ground of social networking
media:
 Social networking sites are an important source of information mostly
for young people. This conclusion may be a basis for a suitable targeting
of information to this particular group. As a complementary source, it
can also be a related tool, which sends one to the content created by tra-
ditional media. Taking into consideration the popularity of entertain-
ment, it is worth considering the usefulness of social networking sites in
spreading information about political products engaging internet genres
based on humour, grotesque or irony.
 Alow level of consumers’ involvement in politics-related activities may
suggest that certain mechanisms used in this area by commercial mar-
keting will not be well adapted in the political environment. Regardless
of the source of this regularity, one may risk the statement that a con-
sumer is more willing to share online the fact of buying a new pair of
footwear rather than the fact of voting for a particular political party in
elections.
 Because of the falling interest in advertising understood in a traditional
way, as well as its decreasing attractiveness, it is worth considering us-
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ing the mechanisms of viral marketing more frequently or visual dis-
tancing oneself from the forms which suggest a paid character of
reaching a consumer of a political product. In the case of viral market-
ing it is more justified because of the popularity of the content concern-
ing politics or politicians.
 Similarly to the traditional media, a high activity of a small group of in-
dividuals, both online and offline, seems to suggest getting the leaders
of opinion involved in promoting political products on social network-
ing sites (e.g. blogs). The more valid seems to be the conclusion that the
users of social media pay considerable attention to the recommenda-
tions of their own “friends” when it comes to choosing interesting and
valuable content.
 A considerable popularity of low-significance forms of involvement in
discussions about politics (slacktivism, the culture of “Like”), indicates
that the usefulness of social networking sites is low when it comes to
promoting political products (commercial marketing noticed the lack of
translation of the number of “Likes” into the level of sales, only benefits
in terms of image were noticed). These benefits should not be therefore
overestimated, but the importance of political image and a frequent
analysis of good and bad practices should be remembered (Puszczyñ-
ski, 2013).
It is worth adding that the question of politics and social networking
sites remains a methodological and conceptual challenge to researchers,
not only because of the quickly changing media reality, but also because of
the fact that research is only an imperfect reflection of the reality measured
in a particular time and area. It seems necessary to conduct further analy-
ses and multiply the perspective of looking at the problem if we want this
sub-discipline of political communication to develop, but we should also
try to answer the question “what are the facts”? At the stage of establishing
good practices and patterns in this area, both practice and theory of com-
munication have a lot to offer each other.
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Spo³ecznoœci internetowe wobec dzia³añ polityków w sieci w opiniach
internautów
Streszczenie
Dzia³ania marketingowe w obszarze mediów spo³ecznoœciowych od wielu lat ule-
gaj¹ procesowi profesjonalizacji. Na rynkach produktów i us³ug kana³ ten (web 2.0)
ma ju¿ charakter ugruntowany. Rozwija siê te¿ rynek us³ug social media zajmuj¹cy siê
badaniami wielkiej iloœci danych, wsparciem sprzeda¿y czy profilowaniem ofert pod
k¹tem zachowañ fanów okreœlonych marek w serwisach spo³ecznoœciowych. Równo-
legle pojawiaj¹ siê te¿ podobne próby dzia³añ w sferze polityki. Celem artyku³u jest
wiêc odpowiedzenie na pytanie: jaki stosunek maj¹ u¿ytkownicy Internetu do tego
typu zabiegów promocyjnych? Wydaje siê to istotne z punktu widzenia specyfiki
i skutecznoœci narzêdzi komunikowania politycznego w social media. St¹d przepro-
wadzone i opisane w artkule badania maj¹ce na celu sprawdziæ m.in. na ile serwisy
spo³ecznoœciowe s¹ Ÿród³em wiedzy o polityce, w jaki sposób ich u¿ytkownicy poszu-
kuj¹ informacji na ten temat i jaki jest poziom ich zaanga¿owania online w dzia³ania
samych polityków.
S³owa kluczowe: spo³ecznoœci internetowe, komunikowanie polityczne, Internet,
nowe media, web 2.0
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